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Rough Proofs 


Buster Keaton patched up a quar- 
rel with his wife by sending her 
phonograph records with appealing 
titles. This looks like an idea the 
phonograph people should have 
thought of long ago. 


vgy¥s iy 
The beauty of the Keaton plan as 
a merchandising idea is that, accord- 
ing to our best statisticians, the pro- 
duction of quarrels in the state of 
matrimony is constantly maintained 
at a high level, and the five-day week 
is unknown. 
v v v 
The direct-mail experts have been 
urging advertisers to trim their lists 
and get rid of the dead-wood for a 
long time, but it will take the three- 
cent postage rate to get real action. 
vvey 


The American Gas Association is 
planning a million-dollar campaign 
featuring gas ranges. Evidently its 
executives didn’t read the statement 
of the electric range promoters that 
they have no intention of injuring 
the gas business. 


vvwy 

“The Aspirin Age” is the name of 
a new and popular novel, thus paying 
tribute once more to the popularity 
of the 1932 headache. 


. + 
Speaking of novels, “Great Scott” 
is the title of a new one, which ought 
to be popular; it expresses the cur- 
rent feeling with regard to 1932 ex- 
actly. 


vvwy 

Movie audiences will be asked to 
indicate their picture preferences, for 
the guidance of the producers. The 
answer for 99 per cent of the men 
will be, “Blondes.” 


* ?- 9 

Johns-Manville, with the help of 
Dr. Seuss, has discovered the pro- 
crastipod, whose entire vocabulary 
consists of “Put it off.’ Some ad- 
vertisers seem to be making too 
much of a pet of him. 


,¥ VF F 
W. A. Grove appeared in a chef’s 
apron and cap to explain the Hot- 
point electric range campaign to the 
Chicago Advertising Council. The 
audience was friendly, and so he 
wasn’t put on the grill. 
a a a 


Vitamin advertising references, the 
food committee of the American 
Medical Association has _ decided, 

: must specify the exact vitamin pres- 
e ent in the product. This is going 
\ to handicap a lot of good, free-hand 
ee copy-writers. 
; - - 

Most of the display racks now be- 
ing provided by advertisers are in- 
tended to discourage pilfering. That’s 
one of life’s little contradictions— 
creating a demand and then interfer- 
ing with an effort to supply it. 

_ ae i 

“The ball that takes the grunt out 
of golf” is the descriptive applied to 
Hol-Hi, Wilson-Western’s new pro- 
duct. But most of the grunts are 
heard when the members receive 
their monthly house accounts. 

> + ¥ 

The name “Tiffany” can no longer 
be used to identify motion picture 
productions, the New York Supreme 
Court has decided. Please note the 
legal restriction on your association 
of ideas hereafter. 

.'s 

Add synonyms: “As popular as a 
tax-collector.” 

Copy Cups. 


Unfair Competition Bureau Wins Award 


METEORIC LIFE 
OF McGIVERAN 
IS CUT SHORT 


Western's Vice-President Is 
Dead at 31 


Chicago, April 8.— Although cut- 
ting short his career at 31, death 
failed to rob Jack Thornton Mc- 


"Terry" McGiveran 


Giveran, Jr., of many distinctions, 
among them that of having been the 
youngest advertising manager of a 
metropolitan paper and one of the 
youngest to direct sales and adver- 
tising of a major national account. 

Mr. McGiveran, vice-president in 
charge of sales and advertising of 
the Western Company, died April 2 
after a long illness from malaria. He 
was widely known to advertising 
men as “Terry” McGiveran, perhaps 
because the name _ suggested the 
happy mixture of aggressiveness and 
sparkling wit which were among his 
characteristics. 

Kenneth Laird, advertising man- 
ager of the Western Company and 
M. V. Wieland, vice-president of 
Mitchell - Faust - Dickson & Wieland, 
the company’s agency, recalled that 
Mr. McGiveran graduated from a Chi- 
cago high school shortly after the 
war, and, forced by family reverses 
to forego college, took his first job as 
salesman for an obscure manufac- 
turer of bar candies. 

In a few weeks the cub’s average 
commissions ran from $65 to $75 a 
week. His attention was quickly at- 
tracted to advertising because of the 
competition of advertised brands, and 
after a year as a candy salesman, he 
decided to make advertising his life 
work. 


First Assignment 


He told his ambitions to George 
Hartford, then national advertising 
manager of the Chicago Herald and 
Examiner and now local advertising 
manager of the Chicago Daily News. 

Mr. Hartford was so impressed by 
the youth that he waived the dis- 
qualification of 19 years and gave 


(Continued on Page 11) 


Expected 


Chicago, April 8—A newspaper 
campaign which may do much to 
move the business machine off dead 
center has been released to the 
country’s banks by the New Busi- 
ness Corporation of Chicago. 

The campaign, endorsed by the 
Financial Advertisers Association 
and designed either for individual 
or co-operative use by banks, has for 
its keynote: 

“Banking is looking and planning 
ahead—confident, alert and deter- 
minded!” 

The F. A. A. also has extended 
approval to a radio tie-up, produced 
by the World Broadcasting System, 
New York, for Addison Vars, Inc., 
Buffalo agency. 

The newspaper advertising was 
produced by Carroll Dean Murphy, 
Inc., Chicago, with the co-operation 
of Arthur R. MacDonald, formerly 
of the Lamport-MacDonald Com- 
pany, South Bend agency,.and now 
a business counselor of Chicago. 
Mr. MacDonald is directing the field 
presentation of the confidence build- 
ing program. 

It has been’ generally known 
among agencies for some time that 
the banks of the country, as repre- 
sented by the Financial Advertisers 
Association, were anxious to support 
a campaign which would create new 
confidence in business and banks, 
accurately portraying the latters’ 
functions. 

Writing this campaign, however, 
proved a difficult task, as a number 
of agencies discovered. 

“It is recognized that the publicity 
program of banking has been a diffi- 
cult one,” said the New Business 
Corporation. 

“Banks have been long silent, 
hesitating to speak up for fear the 
most conservative utterance would 


New Bank Campaign 


to Revive 


Public Confidence 


BANKING STORY 


. 


Rambing rrahere how vital arr We mereires om the 


The NATIONAL & STATE BANK 


ARK We, LLENONy 


be misinterpreted as originating in 
anxiety. Yet, bankers have been 
free to admit that the public is wait- 
ing for some message of confidence 
and guidance from its banking ad- 
visers. 

“Advertising of an argumentative 
or defensive nature would be futile. 
And yet the values involved in every 
month of retarded business activity 
run into such gigantic figures that 
it is tremendously worth while for 
banking and business to throw their 
advertising influence into the bal- 
ance. 

“The organizers of the Confidence- 
Building Program have adopted an 
editorial approach calculated to 
summon up the courage and resolu- 
tion of the public generally, to set 
them to thinking and talking about 
the growing encouragement of the 

(Continued on Page 10) 


Last Minute 


industry will have a czar. George 
Shares Corp., may get the office. 


Hobart succeeds him. 


News Flashes 


Florists’ Account Returns to O’Keefe 
Hartford, Conn., April 8—The publicity committee of the Society of 
American Florists and Ornamental Horticulturists, meeting here, appointed 
the P. F. O’Keefe Advertising Agency, Boston, as advertising counsel. 
Major O’Keefe is the author of “Say It with Flowers.” 


Rubber Industry May Have Czar 
New York, April 8—If legal barriers do not prevent, the rubber 


T. Bishop, president of Continental 


Holliday, Newspaper Veteran, Retires 
Atlanta, Ga., April 8.—After 45 years with the Atlanta Constitution 
J. R. Holliday has resigned as national advertising manager. 


Richard L. 


Dinosaurs Return in Sinclair Campaign 
New York, April 8.—The dinosaurs used by the Sinclair Refining Com- 
pany a year ago will again be featured in a campaign starting April 11. 
About 200 newspapers will carry the Regular Gasoline copy, magazines 
being used for Opaline and Pennsylvania motor oil. 


Tobacco Chief Makes Million a Year 
New York, April 8.—George Washington Hill, president of the Ameri- 
can Tobacco Company, made a bonus of $850,000 last year, in addition to 
his $168,000 salary, it was disclosed here. 


PAINT INDUSTRY 
SUCCESSFUL IN 
SELF-DISCIPLINE 


Voluntary Agreement Basis 
of Operations 


New York, April 8.—Regulation of 
unfair competition is the most im- 
portant project an industry can 
undertake, in the opinion of a dis- 
tinguished jury appointed to make 
the annual award of the American 
Trade Association Executives. 

This jury, headed by Secretary 
Lamont, of the United States Depart- 
ment of Commerce, presented a 
bronze-gold plaque to the American 
Paint and Varnish Manufacturers’ 
Association for the work of its Un- 
fair Competition Bureau. 

The jury said: . 

“This association carried through 
a program which was comprehensive, 
well co-ordinated and effective in the 
interest both of the public and of 
the industry. The voluntary agree- 
ment under which it set up and suc- 
cessfully operated an Unfair Com- 
petition Bureau is a conspicuous 
tribute to its courage and initiative. 

“This bureau, established in 1929, 
has now had a good test, and on the 
record has been remarkably success- 
ful. It represents an outstanding at- 
tempt at self-discipline, and as such 
affords striking evidence of indus- 
try’s ability to regulate itself in its 
own and the public interest. 

“In its provisions first for non- 
governmental arbitration and finally, 
if that fails, for submission to the 
Federal Trade Commission, it is 
sound in conception and effective in 
practice. Here is an industry which 
is organized on the principle that its 
own interests are best served by pro- 
tecting the public against the unfair 
and unethical practices of a few. 

“Such enlightened and courageous 
action deserves recognition.” 

George V. Horgan is general man- 
ager of the American Paint and 
Varnish Manufacturers’ Assn., which 
has its headquarters in Washington. 


Honorable Mention 


Honorable mention was given as 
follows: 

Association of American Soap and 
Glycerine Producers, Roscoe C. Ed- 
lund, manager; Cotton Textile Insti- 
tute, Paul B. Halstead, manager; 
Northern Hemlock and Hardwood 
Manufacturers’ Assn., O. T. Swan, 
manager; and National Bureau of 
Casualty and Surety Underwriters, 
James A. Beha, manager. 

The Soap and Glycerine Producers 
“stabilized industry by joining prod- 
uct appeal with social service 
through the establishment and opera- 
tion of Cleanliness Institute.” 

The outstanding accomplishment 
of the Cotton Textile Institute was 
its success in discontinuing night 
employment of women and minors 
in cotton mills and in promoting a 
better appreciation of the manifold 
qualities and uses of cotton. 

Stabilization of production and em- 
ployment was the basis of the brief 
filed by the Northern Hemlock and 
Hardwood Manufacturers’ Assn. 

The National Bureau of Casualty 
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April 9, 1932 


and Surety Underwriters submitted 
a record of its work in accident pre- 
vention and conservation of life and 
property. 

Eighteen associations entered the 
annual contest. 

The jury, besides Secretary La- 
mont, was made up of President 
Walter Dill Scott, Northwestern Uni- 
versity; Merle Thorpe, editor and 
publisher of Nation’s Business ; Owen 
D. Young, chairman of the board, 
General Electric Co.; and Francis D. 
Sisson, National City Bank, New 
York. 

Past winners are the National 
Automobile Chamber of Commerce 
and the National Association of 
Dyers and Cleaners. 


Car Industry 
Happy As Sales 
Figure Mounts 


Detroit, Mich., April 8.—Optimistic 
statements were made here today by 
automotive manufacturers. General 
Motors reports its 55-city exhibit 
viewed by 2,112,975 persons up to 
Thursday. Sales were satisfactory, 
though totals were not yet known. 
Detroit sales are far ahead of any 
recent month. 


More than 300,000 orders, gauged 
by deposits made, have been placed 
with the Ford Motor Co. More than 
13,000,000 persons viewed the new 
Fords during the first three days of 
their showing. 


Plymouth advertising has been sen- 
sationally successful, the Chrysler 
Corporation declared. Sales up to 
Wednesday were 23,119. 

Chester G. Abbott, general sales 
manager for Hudson, has taken a 
strong stand against price-cutting, 
asserting Hudson will not reduce 
prices in 1932. 


Gardner Has Agency 


James H. Gardner, formerly with 
Dry Goods Economist, has formed 
James H. Gardner & Co., at 10 High 
St., Boston. A New York office will 
also be maintained. 


COLLEGE EXPERT 
DEVELOPS TEST 
OF VOCABULARY 


Says Advertising Men Should 
Bat .750 


Philadelphia, Pa., April 8.—Based 
on the assumption that every adver- 
tising man should have a working 
knowledge of the terms used in the 
graphic arts, upon which he relies 
for execution of his work, a vocabu- 
lary test has been developed by How- 
ard T. Hovde, assistant professor of 
merchandising, Wharton School of 
Finance and Commerce, University 
of Pennsylvania. 


“British advertising men,” said 
Dr. Hovde in The Lantern, “have 
adopted classroom examinations to 
test the knowledge of those entering 
advertising. It might be well for 
American advertisers to test the 
knowledge of novices about to enter 
the field and the progress of those 
already there. 


“A simple test is one of familiarity 
of terms that are used by those in 
the graphic arts industries. A test 
devised by the writer is patterned 
after the Stanford Revision of the 
Benet-Simons Tests, as described by 
Dr. Lewis M. Terman for the meas- 
urement of intelligence. 


Basis of Test 


“The vocabulary test was derived 
by selecting every thirteenth word 
in a dictionary of printing terms 
containing about 3,100 words, pre- 
sumably words especially used by 
those employed in the graphic arts, 
by advertising men and women, by 
salesmen and students of printing, 
and others. 

“The test is based on the assump- 
tion that 100 words selected accord- 
ing to some arbitrary rule will be 
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FAMILIARITY TEST OF ADVERTISING TERMS 


advertisement 
dead 

display type 
blanking out 
halftone 

blue pencil 
newspaper 
coated blank 
form 

10. brass rule 

1l. interrogation 
12. carry forward 
13. bookpress 

14. dusting colors 
15. laid paper 

16. embossed printing 
17. grotesque 

18. rag paper 

19. proof marks 
20. pig 

21. show card 

22. make up 

23. retouch 

24. creeping 

25. Caxton 

26. extended type 
27. lithograph 

28. machine composition 
29. drop-folio 

30. woodcut 

31. flat plate 

32. process printing 
33. chromotype 

34. long primer 

35. photo-engraving 
36. intaglio printing 
37. fillet roll 

38. ooze leather 

39. stereotype 
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40. octavo 
41. test type 
42. skiver 


43. plater finish 
44. squeegee 

45. aluminotype 
46. rubric 

47. trichomatic 
48. visorum 

49. porotype 

50. xylography 


1. leading 

2. commercial signs 
3. bank 

4. flyer 

5. Ben Day process 


6. calendered 

7. bookcraft 

8. house organ 

9. tint 

10. grain 

11. bronze ink 

12. correct 

13. hand letter 

14. double crown 
15. hair space 

16. envelope stuffer 
17. letter press 

18. pearl 

19. height to paper 
20. pressman 

21. bristol 

22. street car placard 
23. jute manila 

24. character 

25. cut-in note 

26. incunabula 

27. aquatint 
28. feather-edge deckle 
29. seconds 

30. line engraving 
31. measuring stick 
32. gelatin printing 
33. solid matter 
34. type sticker 

35. Roman 

36. papier-mache 
37. offset printing 
38. S&C 

39. quad 

40. mill blank 

41. superimpose 
42. Fourdrinier 

43. tailpiece 

44. paginate 

45. typothetae 

46. autoplat 

47. tympan 

48. monotype 

49. glyphography 
50. fudge 


The “reasonably alert advertising man" should be able to define 75 per 
cent of these words, according to Dr. Hovde. 


a large enough sampling to afford a 
fairly reliable index of an individ- 
ual’s entire vocabulary. Rather ex- 
tensive experimentation with similar 
lists has proved the assumption is 
justified.” 

In scoring the test, Dr. Hovde ex- 
plained, 100 per cent credit is given 
if one correct meaning is given. For 
instance, “jacket” might be defined 
as (1) a detachable outer cover for 
a bound book to protect the binding, 
(2) a wrapper or open envelope to 
contain official documents, on which 
are put directions as to contents, dis- 
position, etc., (3) in paper making, 
a felt cover for the couch roll, used 
to remove excess water from the 
paper, (4) a name sometimes applied 
to the work ticket used by printers 
and bookbinders. 


Under this system, the advertising 
vocabulary of the person undergoing 
the test would consist of the number 
of words correctly defined, multiplied 
by 31. 


Western Council 


Elects Governors 


H. J. Cunningham, president, 
Green-Fulton-Cunningham; Chester 
Foust, vice-president, Erwin, Wasey 
& Co., and Maurice H. Needham, 
president, Needham, Louis & Brorby, 
were elected to the board of gover- 
nors of the Western Council of the 
American Association of Advertising 
Agencies at the annual meeting in 
Chicago last week. 

Carry-over governors are C. C. 
Fogarty, vice-president and _ treas- 
urer, Matteson-Fogarty-Jordan Co.; 
A. W. Sherer, vice-president, Lord & 
Thomas and Logan; James D. Woolf, 
vice-president, J. Walter Thompson 
Co.; and L. R. Northrup, Batten, Bar- 
ton, Durstine & Osborn. 


Frost with Advertisers 


Jack Frost, layout man, has left 
the Chicago office of Erwin, Wasey 
& Co. to join Advertisers Inc., De- 
troit. 


Lipton to Presbrey 


Effective June 1, Thomas J. Lip 
ton, Inc., has appointed the Frank 
Presbrey Co., New York, advertising 
agents for its tea and coffee. 


‘Pops’ Changes 
Agencies, Opens 
New Territory 


Chicago, April 8—An important 
cereal account changed hands this 
week with the appointment of the 
Campbell-Ewald Company by Food- 
town Kitchens, Inc., manufacturer 
of Wheat and Rice Pops. 

The agency service will be directed 
by J. A. Drake, manager of the Chi- 
cago office, and F. H. Hanscom. 

With the appointment, A. J. Mur- 
phy, general sales manager, an- 
nounced plans for an invasion of the 
north Atlantic and New England ter- 
ritories, the spearhead being a comic 
section newspaper campaign pictur- 
ing the adventures of two new ad- 
vertising characters, the Pops twins. 

To help the introduction, the com- 
pany will continue the offer of a 
cardboard pop gun free with the first 
package. The toy deal has been so 
popular in other territories that or- 
ders total 14,000,000. 

When the new drive is over, the 
company will have national distri- 
bution in major markets. 

The semi-national, Friday night 
radio program, Foodtown Review, 
has been discontinued. 


Get Moth Preventives 


Reimers, Whitehill & Sherman, 
New York, have been appointed by 
Lewy Chemical Co., New York, for 
Moth-Gas Clothes Savers and Liquid 
Frost, moth preventives. Magazines 
and newspapers will be used. 


Wins Slogan Contest 


The Carnation Company, Mil- 
waukee, this week delivered three 
Hudson automobiles to winners of its 
slogan contest, first award going to 
Mrs. Rebecca J. Winfield, Woodcliff, 
N. Jd. 


Pick Summers-Gardner 


Fedders Manufacturing Co., Buf- 
falo, N. Y., automobile radiators and 
heaters and electric refrigeration 
specialties, has appointed Summers- 
Gardner, Inc., Buffalo. 


MANY CALLED 
BUT FEW CHOSEN 
FOR A.M.A. SEAL 


Chicago, April 8.—Only 295 of 792 
products submitted to the Commit- 
tee on Foods, American Medical As- 
sociation, during its existence, have 
been accepted, its annual report 
shows. 

Unwillingness to revise advertis- 
ing claims to meet the committee’s 
views has been the chief stumbling 
block. 

“Of 331 products submitted in 
1931,” the report said, “final action 
has been taken on 274. Of these, 
178 have been accepted, following 
statement by the manufacturer of 
his willingness to meet the rules of 
the Committee and complete revi- 
sion of advertising to agree with 
the Committee’s requirements. 


Question Claims 


“Thus, 96 products are still held 
in abeyance awaiting final action by 
the manufacturer in connection with 
modifications of advertising claims, 
and in submission of new packages. 

“During the year, 129 announce- 
ments of acceptance have been 
made. The total number of products 
submitted to the Committee since its 
organization is 792 and of these 295 
have been accepted. 

“Hardly a single product was sub- 
mitted that did not require modifica- 
tions in advertising claims or 
changes in labels to make the prod- 
uct acceptable. Nevertheless, the 
vast majority of manufacturers have 
indicated their willingness to make 
necessary modifications to meet the 
requirements of the Committee.” 

The Committee on Foods will pub- 
lish a book, “Accepted Foods,” this 
year. It will cover general decisions 
on chocolate and cocoa products, the 
declaration of added salt or sugar in 
vegetables or fruits intended for in- 
fant or invalid feeding, statements 
of vitamin content and vitamin 
claims in food advertising, the use 
of “health” as a claim for a food 
product, and special decisions on 
fruit juices, sulphur dioxide in in- 
fant foods and the value of gelatin. 


Ryan Directs Ward 


Furniture Sales 


Cc. D. Ryan, formerly merchandise 
manager of the Hahn Department 
Stores, New York, has been appointed 
merchandising director of furniture 
and house furnishing lines for all 
Montgomery Ward & Co. stores and 
mail order. He will be stationed in 
Chicago. 

Arthur Weintraub has been made 
retail manager of the Eastern di- 
vision, New York, and Meyer Mitten- 
thal sales and merchandise manager 
of this area. 


Radither Exoncrated 


Federal investigation of Radithor, 
radioactive water manufactured by 
the Bailey Radium Laboratories, has 
disclosed no ground for complaint. It 
was alleged to have caused the death 
of Eben M. Byers, Pittsburgh pipe 
manufacturer. 


Doten Leaves Boston 


Franklin P. Doten, formerly assist- 
ant to the general manager of the 
New England division of the Frigi- 
daire Corp. in Boston, has been trans- 
ferred to the sales promotion staff 
at Dayton, O. 


Martin’s New Address 


Martin Advertising Agency, for- 
merly at 276 west 43d St., New York, 
bas occupied larger quarters at 171 
Madison Avenue. 


Rankin Tahes Penn Tire 


Pennsylvania Rubber Company of 
America, Jeannette, Pa., has ap 
pointed the William H. Rankin Co., 
New York. 


Pick Jelbereen | Thomas 


Florida Grower, Tampa, has ap- 
pointed Jefferson Thomas, pioneer 
Southern agency man, as advertising 
manager. 
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JOINS AGENCY 


Edward S. Jordan, prominent in 
the automotive field for many 
years has joined the Sweeney & 
James Co., Cleveland 


‘Architectural 
Forum’ Bought 
by Time, Inc. 


New York, April 7.—Time, Inc., 
publisher of Time and Fortune, has 
beught controlling interest in The 
Architectural Forum, for 40 years a 
leading publication in the architec- 
tural field. 

Howard Myers and Kenneth K. 
Stowell will continue as_ publisher 
and editor, respectively. The present 
staff will remain intact. 

This is the second magazine to be 
added to the family of Time. In 
1930, it started Fortune, de luxe busi- 
ness magazine. The official an- 
nouncement said: 

“Time, Inc., entered this new pub- 
lishing field after becoming con- 
vinced that the building industry 
held great promise of development 
during the next decade. The isolated 
elements of the building world—ar- 
chitects, engineers, contractors, man- 
ufacturers, dealers, investors—are be- 
ing brought together into the great- 
est industry in the United States. 

“Before them, urgent of solution, 
are problems of organization, of plan- 
ning, of design, of new materials, of 
new relationships, of new concep- 
tions. The leader in the constructive 
revolution which must result will be 
the architect in his multiple capacity 
of planner, designer, financial advisor 
and coordinator.” 


New Drug Company 


Earl F. Metcalfe is president of 
Park Products, Inc., drug sundries, 
Minneapolis, newly organized affiliate 
of F. H. Pfunder, Inc., Minneapolis, 
which has taken over the Pedrex 
Laboratories, Chicago. He was for- 
merly general manager of J. C. 
Houck Motor Coach Advertising, Ltd., 
and sales manager of the Pacific 
Coast Biscuit Co. 

A foot lotion is one of several 
products to be launched shortly. 


Issue “Refrigeration 
Directory” for 1932 


Business News Publishing Co., De- 
troit, publisher of Electric Refrigera- 
tion News and Refrigerated Food 
News. has issued the Refrigeration 
Directory and Market Data Book for 
1932. 

The book contains 470 pages. It 
presents market data, an alphabetical 
list of manufacturers, trade names, 
classified products and other features. 


Introduce Refrigerator 


Stewart-Warner Corp., Chicago, has 
begun shipping its new electric re- 
frigerators retailing at $149.50 up. 
Distribution will be chiefly through 
the company’s radio dealers. 


Little Is Promoted 


J. P. Little has been appointed 
vice-president in charge of sales of 
the General Motors Truck Co., De- 
troit. He succeeds O. L. Arnold, 


transferred to headquarters. 


VERY advertiser wants his appropriation dol- 
lars to come back, like the loaves in the Biblical 
parable. But in these times, you want to be careful 
as to what waters you cast your advertising loaves 
upon. 


One of our advertisers had a recent experience which 
other advertisers could profit by. In one publication, 
an expenditure of $7,000 brought back an immedi- 
ately traceable return of $120,675.00. 


Modesty does not forbid us to tell you that this pub- 
lication was Extension Magazine. Extension is 
pulling results like this all the time. 


There is nothing surprising about this fact. Exten- 
sion Magazine is the organ of the Catholic Church 
Extension Society. It has a devoted following of 
260,000 Catholic families, each with an average in- 


"Bread Upon the Waters! 


come of $4,100 a year. It has also the entire confi- 
dence of a group of 20,000 people who, among them, 
control the $1,250,000,000 Catholic institutional 
market. 


And furthermore, Extension Magazine furnishes a 
Merchandising Service for reaching and _ holding 
these two markets, that cannot be equalled by any 
magazine, of any character, any place. Results like 
this have produced a unique record for Extension 
Magazine. In 1931, when most magazines were los- 
ing ground, Extension Magazine doubled its lineage, 
with a constantly growing group of non-sectarian 
advertisers. 


Write today and get the full story of this unique 
magazine, and its Merchandising Plan, in our new 
brochure, “A Lift To Market.” Don’t wait—send 
for it now! 


Gytension (Danazine 


The National Catholic Monthly 


360 North Michigan Avenue, Chicago, Ill. 


HUGH J. BLAKELEY — — — — DIRECTOR OF ADVERTISING 
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Brand Names as Quality Insurance 


Responding to the public demand 
for lower prices, as well as the 
downward trend of basic commodity 
values, a great deal of low-priced 
merchandise has been and is being 
put on the market. Some of these 
goods represent honest values at the 
lower figures at which they have been 
priced; others are a poor value be- 
cause of the shoddy materials and 
poor workmanship which they con- 
tain, and would be expensive at any 
price. 

Advertisers generally appreciate 
the necessity of protecting good-will 
and brand values by maintaining 
quality. Where they have been able 
to shave the price, through reduc- 
tions in the cost of materials and 
manufacturing operations, they have 
done so, and the saving passed along 
te the public in this way is a real 
contribution to an improvement in 
the basic economic situation. 

But the volume of cheap merchan- 
dise, cheap in character as well as in 
price, is reported to be increasing at 
a rate which tends to discredit un- 
supported representations of quality 
at lower prices. It is making it nec- 
essary for advertisers to emphasize 
the maintenance of their standards 
and to point out the protection repre- 
sented by a well-known brand, which 
stands for definite quality and assur- 
ance of satisfaction. 

Boot & Shoe Recorder, comment- 
ing on the situation in the shoe field, 
said editorially March 26: 

“The miserable remains of a pair 
of shoes lies before me on my desk. 


Putting the Cart 


.In an effort to break down the 
apparent reluctance of many people 
who can afford to purchase, but are 
hesitating to do so, perhaps because 
of the fear of being thought ostenta- 
tious, some automobile advertisers 
are making the mistake of advanc- 
ing reasons for purchasing which 
fail to meet the point and which 
overstress the public benefit to be 
derived. 

Contributions to public advantage 
through active purchasing are neces- 
sarily secondary to the immediate 
motives of selfish satisfaction, which 
are properly the first things to be 
considered in buying. To overstress 
the sentimental side, and to make it 
precede the story of tremendously 
increased values created by the auto- 
mobile industry, is to leave the field 
of business and to undertake the pro- 


An industry might well hide its face 
in shame at such a product. It is 
true that it is made in the shape of 
a foot-covering, but at that point all 
resemblance to a shoe ceases. If it 
is on the basis of shoes like these 
that the pairage figures hold up to 
high national totals, then it is time 
to throw away statistics. ... 


“It is time for the industry to es- 
tablish some standards, even in cheap 
shoes. There are good shoes to be 
made at the price the public can 
afford to pay, but no man, woman or 
child wants shoddy shoes whose wear 
is limited by day, week or month.” 

The volume of shoddy merchandise 
appearing on the shelves and coun- 
ters of retailers is creating an op- 
portunity for advertisers who are 
paring costs, lowering prices but 
maintaining quality. It is enabling 
these manufacturers to point out to 
the public that low prices do not 
necessarily mean good values, and 
that by insisting on branded mer- 
chandise, which represents known 
standards of quality, they will pro- 
tect themselves against the purchase 
ot goods which cannot possibly give 
satisfaction, no matter how 
priced they may be. 

It goes without saying that the 
advertiser who, in order to attract 
business under current conditions, 
cuts quality on his tranded goods be- 
low the line of as:ured satisfaction 
is risking the value of a trade name 
which may have taken many years 
and much money to create. 


low 


Before the Horse 


motion of philanthropy through ad- 
vertising. 

In a recent newspaper advertise- 
ment for a car priced in the higher 
brackets appeared the line, “Your 
purchase of a new car will mean 
needed income for many families.” 
This statement was repeated in di- 
rect mail advertising sent to a list 
of those presumed to be in the for- 
tunate group who can afford to buy 
high-priced cars. 

Appeals of this kind, especially 
when connected with sales promo- 
tion for an individual product, have 
» flat and insincere ring. The pros- 
pective purchaser may like to feel 
that he is making a public contribu- 
tion when he spends his money—but 
his first assurance should be that he 
is buying something to promote 
his own pleasure and satisfaction. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE: 


374. Announcing the Birth of the 
Truline Rate. 


The Truline Rate, as developed by 
Scripps-Howard Newspapers, is a 
measure for the circulation within 
A. B. C. trading areas. This folder 
tells how the Truline rate is arrived 
at and explains its significance. 


375. Food. 


This booklet by The Household Mag- 
azine asserts that the biggest share 
of the home-cooked food market is 
found in small towns, where 150 mil- 
lion meals are cooked daily. A study 
of food preferences in various sec- 
tions of the country is an interesting 
feature. Evaporated milk, for in- 
stance, is highly popular in the West, 
but is comparatively little, used in 
the North Central States. The same 
variance in consumption, according 
to sections, is seen in other parts of 
the country. 


376. Analysis of Population in the 
Northwest. 


This folder from The Farmer and 
Farm, Stock and Home reveals that 
almost 50 per cent of the population 
ot the Northwest lives on farms and 
other rural territory, a_ situation 
which is not duplicated in any other 
part of the country. “Consumer” 
campaigns, for this reason, must in- 
clude farm papers, it is argued. 


355. 


This title probably doesn’t mean 
much to the advertiser who has no 
technical bent, but this folder from 
Chemical & Metallurgical Engineer- 
ing will clarify his understanding. 
It is the tenth of a series describing 
some of the interests and activities 
of chemical engineers and produc- 
tion men in the many industries 
linked together with a common de- 


The Process Industry. 


nominator. Others available are 
Nos. 7, 8 and 9. 
357. Analysis of the Contents of 


Nine Women’s Magazines in 1931. 


Advertisers who study the edito- 
rial background provided by maga- 
zines will be interested in this study 
by Needlecraft. Among the classifi- 
cations are fiction, special articles, 
needlework, food, fashions, home 
building and decoration, housekeep- 
ing and equipment, health and 
beauty, child health and training, 
gardening, etiquette and entertain- 
ment, editorial page, etc. 


350. Fortune’s Editorial Policy. 


This is not the real name of this 
booklet, which appears to be un- 
christened. The front cover is given 
to a tribute by Julian Johnston, ‘For- 
tune rises above our depressing times 
—a reflection of that old America 
we used to know, irrepressible, 
shrewd, triumphant.” This booklet 
has the unusual mission of proving 
that Fortune’s reader following is 
not confined to men at the very top 
of industry. 


297. A Lift to Market. 


This handsome booklet issued by 
Extension Magazine values the Cath- 
olic market at 11% billion dollars 
a year. The component parts of this 
market are described in detail by 
the publication, which is the official 
organ of the Catholic Church Ex- 
tension Society. The Catholic popu- 
lation of the United States is placed 
at 22,000,000. 


351. Advertisers’ Issue of The Busi- 


ness Week. 


This booklet describes the spirit 
that moves The Business Week. The 
index says “the business thermometer 
on The Business Week is moved by 
cold facts; not hot air,” and goes on 
to give the remainder of the publish- 
ing formula. 
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Complete Story on 


Religious Press 
To the Editor: In your issue of 
March 26, you published a letter from 
W. E. Mealing of the Religious Press 
Association of Philadelphia, to the 
effect that the weeklies it represents 
were included in the Missouri Pacific 
Railroad advertising campaign, about 
which you published a story in a 
previous issue. 


It might have been well to have 
told the whole story. In the Adver- 
tising Federation of America a num- 
ber of religious papers are repre- 
sented under the Religious Press De- 
partmental, which has adopted a 
standard of practice to which mem- 
ber publications subscribe. 

For the purpose of presenting a 
circulation of sufficient volume to in- 
terest advertisers at a combination 
rate, to be handled as a single unit, 
most of the member publications 
have joined a group selling plan han- 
dled by the Department under the 
name, Associated Religious Publica- 
tions. 


There are two groups available, 
weekly and monthly, which can be 
used separately or jointly. The Mis- 
souri Pacific Railroad is using the 
weekly group with a circulation of 
over a million in their present cam- 
paign. 

Rosert M. HARVEY, 
Publishers’ representative, New York. 


vgv¥eegy 


“Wally” Is En Route 
to One Gold Medal 


To the Editor: Some time ago you 
gave Abian A. Wallgren a_ nice 
break in your publication. I thought 
you would be glad to know that Sen- 
ator Davis has introduced the follow- 
ing bill in Congress: 

“Be it enacted in the Senate and 
House of Representatives of the 
United States of America in Con- 
gress assembled that the President is 
authorized to present, but not in the 
name of Congress, a gold medal of 
appropriate design to Abian A. Wall- 
gren, formerly a_ private, United 
States Marine Corps, in recognition 
of his services as cartoonist on the 
staff of The Stars and Stripes, the 
official newspaper of the American 
Expeditionary Forces in France dur- 
ing the World War.” 


Wally is not only deserving of 
every honor that the country can 
give him, but should be better known 
te the public than he is. 

He has created two advertising 
characters, one of which, Buddy in 
the Barrel, netted the American 


Legion Weekly more than a million 


Voice of the Advertiser 


dollars and later our own Kid Dead- 
line. 

The Kid has netted nothing to 
date, but he’s a good laugh. He’s a 
cheap guy to ship around, as we just 
send the uniform and pick up the 
flesh, as has been done recently at 
New Orleans and then Washington. 


Jack LEVEL, 
Harvey-Jaediker, New York. 


A A 


Cleveland Wrote 
Testimonial But— 


To the Editor: One of our clients, 
the Eagle Pencil Company of New 
York, has in its possession a letter 
from President Cleveland which, be- 
cause of the stinger at the end of it, 
may be of interest to the profession. 

The letter reads as follows: 


Lakewood, Feb. 24, 1893. 
Homer P. Beach, Esq. 
Dear Sir: 

Pursuant to my promise I send 
you by mail with this, the Eagle Pen- 
holder and pen with which I have 
written my inaugural address. Of 
course I do not suspect you of de- 
siring it for purposes of advertising. 


Yours truly, 


Grover Cleveland. 


B. S. Larrin, 
Albert Frank & Co., New York. 


Vv FF F 


How Texas Publishers 


Handle Conventions 

To the Editor: In your issue of 
March 26, under the heading of 
“Texas Publishers Will Meet June 
Sth,” you have an error. 

In this notice you state that Wen- 
dell Mayes, of The Southwestern 
Bottler, San Antonio, is chairman of 
the program committee of the Texas 
Press Association meeting to be held 
at Mineral Wells June 9-11. 

This Mr. Mayes is chairman of the 
periodical division of the State Press 
Association convention, and A. G. 
Mayse, publisher and owner of the 
Paris News, is general chairman of 
the program of the Texas Press As- 
sociation convention at Mineral Wells 
this year. 

There are divisional meetings at 
the state convention, and a chairman 
is appointed for each of those divi- 
sions, and the entire program then 
is headed up by the general chair- 
man, who in this case is Mr. Mayse 
of the Paris News in place of Mr. 
Mayes of San Antonio. 


H. D. Pruipes, 
Director of Space Audit, 


Tracy-Locke-Dawson, Inc., Dallas. 
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IF 


TELL THE SPENDERS! 


Iv TAKES more than “proved buying power” 
to make cash sales. It takes money in hand, 
plus the willingness to spend it—a two-way 
purse and sound judgment of values. 

Every reader test, of income and interest, 
has shown that The Digest’s readers are solid 
citizens, people of position, property owners. 
Now we go further and give dollar-sign proof 
that The Digest’s readers are spending freely 
— in a year when all business is searching for 
spenders. 

To take one example: We offered the 
Standard Encyclopedia by mail to subscribers 
with a three years’ subscription, at $12 the set 
($18 in a special binding). A single letter, 
mailed in December, brought more than 
100,000 orders! Total orders received this 
spring will amount to approximately 250,000 
—more than $3,000,000 in sales. Plain 
proof that Digest readers are ready to buy 
now and able to pay. 

Another example, of closer concern to ad- 


vertisers: The Digest’s net paid circulation 


YOU WANT TO 


» A 


. 


for March and April will average better than 
1,550,000 weekly—more than 10% above 
the guarantee! It is clear that readers are 
spending now to get The Digest—and spend- 
ing more than they spent in 1931, in 1930, 
in 1929.... 

Exciting times like these always enlarge 
the interest and influence of The Digest. And 
The Digest plays its own active part in the 
national life, this year with notable polls on 
prohibition and presidential candidates, with 
daily news reports over the air, and with reg- 
ular comment in street cars, airplanes and 
periodicals. 

If you want to sell now—tell the spenders 
who read The Digest. Regardless of its lead- 
ing role in the 1932 show, The Digest offers 
increasing numbers of readers at rates re- 
duced a flat 25%—quotes a net price of less 
than $2 per page per thousand—delivers 


class circulation at mass costs. 


ITE RAR Y 


SELL NOW— 


This is a chance that can be cashed at once. 

We publish your appeal for customers less 

than two weeks after receipt—if necessary 

only eight days from plate to news-stand. 

Fast work, coming and going. Let The Digest 

take your latest news to your greatest group 

of spenders. They are ready to buy and they 

may not wait. 

Quantity—1,400,000 average guarantee, “‘or 
rebate.” 

Quality—self-selected by active interest in 
realities. 

Economy—25% lower now, less than $2 per 
page, per thousand. 

For most advertisers, here is the first buy in 

the magazine field. Get all the facts—and 


buy now! 


DIGEST 


Sounding -board of American opinion 
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[his is 


OR a long time, advertisers have been talking about 
markets at different income levels, recognizing that 
people with different incomes vary as prospects for almost 
every product from soap to automobiles. But, until now, 


there has never been a measure of markets at different in- 
come levels. 


Now TIME has the records of a million and a half re- 
tail purchases made in the town of Appleton, Wis., as 
told to investigators by housewives, verified by dealer 
records, correlated with actual state income tax returns. 


The result is the first measure of relative buying habits 
and preferences at different income levels. 


a Pige 


from TIME’S Appleton Survey 


[FOR THOSE WHO LIKE STATISTICS IN THE RAW] 


With this measure, you can allocate your advertising dol- 
lars in accordance with the potential volume, with a view 
to the ease and frequency of selling at different income 
levels. 


With this measure, you can make your advertising dol- 
lars bring maximum returns in sales. 
Have you been spending too much to reach middle- 


class markets? Have you been spending too little to win 
and safeguard others? 


Markets By Incomes, the first survey based on actual in- 
come tax returns, will give you a clew. Time, Inc., 135 East 
42nd Street, New York City. 
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April 9, 1932 ADVERTISING AGE 


[his is a Parable 


based on the page from TIME’S Appleton Survey 


[FOR THOSE WHO DON’T] 


J OE sells electric refrigerators. He covers the big neighbor- 
hood west of the railroad track—where the middle-class 
families live. 


Joe called on 5,860 families. He sold 178 refrigerators. 


That’s a pretty good record—178 refrigerators. But he had to 
call on a lot of people—5,860. 


In other words, Joe wasted 32 out of every 33 calls. 


4a. om 
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MAC sells electric refrigerators, too. But he covers the 
wealthier neighborhood up on the Heights. 


Mac called on 339 families. He sold 35 refrigerators. 


Not as many as Joe, of course—but wait a minute! Mac only 
called on 339 families. 


In other words, Mac sold 1 refrigerator for every 9 calls. 
After Mac has called on 5,860 families, he will have sold 651 


refrigerators. 
~~ es \ 
ie eceeeeee |] eoeceeee [] eeeeceee aeed 
t 


Suppose each salesman makes 33 eallsa day... 
Joe sells 7 refrigerator every day. 
Mac sells 3% refrigerators every day. 


The Weekly Newsmagazine ; : 
Which makes the most money each day for his em- 


First-choice medium for ployer? Which contributes most to the net profits? 
upper income bracket coverage 


icomy tf] Lede Suppose you could cover both kinds of territory in 


every community. Which would you start work 
in first? 


= is > 4 * x ae : ee Re Es se oe : She re eras J oe x bead ; ne Eg axle + ‘ Py ‘ oe Peete. ¥ Rares ee ewe! re hey 5 A St Pe 
a Bets (gs = > Sar a ee ie cee ae ale 4) oe ae ; cs ; Sy ns ese 5 ; ig aes = : ee ey. ae 
" : a! es - < Ane oy, en op a PEt ; i gle : — 4 aa: a Lore bade ie et a : 
i ‘ sad ROI ; . pen ‘ # oe 4 5 0 ee ah a re he Sr a es i wa Pee gies ee Pk oe ea 
aa oe Se ee se a ah ; me : an > Peal See hee are Aes pti eels we ee 
; pe ane / . =) y =. : j a a e ihe e Pai e . a o™ 
P _ 1 ) E. eet ne : cote é aa ‘ ris Bee 1 © 
a = 
7 ee ee - ‘. — $$$ eee . 
« ’ 
i - i : 
ieee 
Fc 
x 
@ 
ey 
7 4 
ooo 
peo 
. ess 
oo oe 
pees se 
Sh a OY ee ales 
; Ue ieee 
eis Ad 
ae 
Be ie 
— oe Tse a 
: , i ee. Une re ran. 
G 4 4 2 Soa pe Becaiins ' pie ot 
pe : en ee ee eee, 
Be ? : rea ace 6 Sg vio. 
Sa § ‘ ee ‘ ay iy 
a oe 
‘ A ae is : :  siiaes ithe Qe 
jos sem: H Bi abs te ir 
eager eg Mt aemeee 
aoa $ Be ce te 
a A . ee, 
(a ies Xa Ff oo ea eS a 
ba f ty | 7: Ss eee 
i =f m Koay ae a 
fs ai oe 
_— S ‘i i % Ce ete SS eae 
‘ ¢ ee % , ik a4 Pe eee 
chet ‘ : s A ape ela 
2g ght f hee 2 eae 
¥ és be te Bi. J e a x re re 
si ae 4 . ps 4 ge ee,% mis 3 ia 
F es” Py ‘MN r oT 
De alee . et \ 2 ee \\ Ree i -? 
ce ee Y ee] ie * ieee 4 
ee — : = 
he an ee - e ~. $e - # ca = 4 
one Sage ce ae i 3 Panis 
ae hea ae ae? ae E. %s, % RE 
Begin! Fe i. eo \) ieee ees 
er: j he gor * ; ° 
as or Hi — - .S = Ca. sti 
= + a “<, Be AY ae Peal 
“ ee Cu «ii ’ Fae ot 
per Ba = . " A : er nn 
ee = oo i ys ? ‘. sai — 
eee poe ee an Ce n¥ ee eee, Ss ae er — 
Ca oo 9a: ie 
el ela 5, Pa ae eee \ eee 
P a Wee oe ieee eae ein are ' 2 Eee 
4 a ie ge 5 ie Rie OS es aos ae 
ee a <a > agate oer 
Pfs eee i : ss Paeiithee 
Be. ee ag “3 Fa re oe, 
Rec qe ce . oe : A F ~~ 4 4 Ce Ne eee 
: ‘ ‘ a F oo ; 
‘ si 
: 
; eS ae 
a 
PS oath 
St 
_ ’ % 2 
"4 Po Sie ie 
een. % ss Raa pee Le ae 
ae: Se Bd s me Ae er ee is 
iho ‘ - si i Se ta 
ee oc . * rn ; > Sr eee: ay o ‘ 
"ae x, Coes: ; ein ae? eee 
ans =) a ae me ho 
Ding : ‘ F a ee a 
oa ~~ 4a ’ ES ET Se en 
ia = : oP ; Ae ee ee es ao Steen 
Set rage & Se, een 2 F eae Se 
j cote Sete: Ogee 
ie eee 4 a ae si il 
oF a er ee ae 
Lips ieee 4 F et ] 
: ae oe Be ’ BS eee 
ee : . Bea % “ey 3 rs ee 
4 e pa bo coh Ss ee fen 3 
= Ma es a aS ole s #3 fy 3 Weep ao bene 
4 Sy ur Ce & “ae by iN, ee 2 na 
ge ee = ; = PS , ; ii 
_ aan ee wy 4 é ‘= bee 
“ ee 4 = ‘ 
ier Ex 4 Se ‘ 
i wee mig 
oi oS 
We re s 4 ne: * & s : e- 
we —— . 
io ae : 
” * * e 
ay i... cma - Oe oe - 
i xe 4 ; a - ss ee 
s. 2 Seat alll : i 
E . % 4 me Mp as oy) 
= Bix : oS ie 
| ) ™ YY . _— 2» 
BS RO ~ e 3 A a: 
oat 
. me 
per 
cc 
} : 
| “ 
« 
ena an 4 a eas 7 ‘~o : mit ears . ' s * + . ‘ 7 
ft pie. Se As a . - Bey 8 Oe =< rs 7 4 EOS ae 5 7 aes : 4 rs 7 + * 
Seta. Sich bok: qe eae Se ote att ph bie. 9 Fad 3h TMi N fe ee A he aemeueeneTs a [ae A me: 20 a dene : . ! . , 
ge age Wn a ie pee ee oe ee ee eee sien <r ahr ae ie" eae. + in tc ee eee a homer ay ee te ee RIES. 
Se as ia ae vas se. ar awe sits Boe a Baie oS Se eS vias eee gee” cae Garren yt eS Ses Sy Nips sie shes? 2 ee oar 
oe ee baa) eR es ey eS e ohooh pape Breit ae sted ee Se Re ee ee tone ay orem we em aC a Oe gee ean. ee paren te 
" hg Witkin ace ae oe a Pr ee a ee Bi eA te gee sae es eae ag eg 2 3 eee ; eb een ier cee eee ae ee Sift aa ie aa ine 9 
fae 3 ae if a Or Spee mi Fuse tan. is Pe Ges ie et ce en eave Sean eemee ee te ety eee, Mea) ors meee en a hy) 2 i aed ee ee Bs ya Peng RE A oad ea oa 
Bish No: Nite aspen he. Sea in a Ce: ie ee eee Oe ne ee treme cs Pere 
SEE SOR se Sih RL a Se RES we ee p~ aeetien samara seek) I. ye ie ey Se tee” Fae Pa Ree: gto ot Se ee ee 
es ee re ey ‘i Mies ee! hiite) tages a pet ee Saat oN, Py eee a ee 3 hed ale es Bea kd poike oak Sap or eee eae Ree ae re $58 page ee eae akg renee : ee se 
Pee es ae tig Te ht oc ay SN nie aay TO RUT Mae Te Be SSS hI eR nae fee oh th Caen IGN BomRen ReMPR En) eRe Nom; SINE Sa We ee ae Ba = PR Gea pee tet Bk oe ee ee er 
i es Sl ORI Raat EL “OS 2 stele aaa Aa SOR MIE, MRM SEE ar ay eM eat eS Ye RMR RN eR on oS Seam, a Sa Basak atte athe Re eed ee eee Sea eh tn tae RON ee egeaamatenae «4 UN Sec gen ies. ages)» piles i: se fa eee i, he as 
rekntag SF tee ND saad agai OS atg ney es J See RT RE teen wha EMR RE SURI mE Ret PT AOD Res aU El hak Com fae = oe eee Poe. Pee ER oo 
a an Py “ Oe ee Se ra) a Be ve, hr ae ae, 


8 ADVERTISING AGE April 9, 1932 
Push Plans for Coast Construction IRF T N F ke TESTING NEW TEMPERED TIRES 
Newspaper Exhibit Papers Consolidate —_ een 
May 26 has been tentatively se- Western Construction News, San | 
lected as the date for the opening! Francisco, and Western Highways 
of the 1932 Contest and Exhibit of| Builder, Los Angeles, have merged 
Chicago-prepared, Chicago-published|as Western Construction News and 


Newspaper Advertising sponsored by 
the Chicago Advertising Council. 

Lloyd Herrold, professor of adver- 
tising at Northwestern University, 
will be in charge. 


“Topics” Gets Cosgrave 


P. J. Cosgrave has resigned as ad- 
vertising manager of Hardware Age, 
New York, joining the Chicago office 
of Topics Publishing Co., covering 
the drug field. 


Highways Builder, a semi-monthly. 

S. H. Wade is president and gen- 
eral manager; Arthur E. Welch, vice- 
president; S. J. Sanders, treasurer; 
R. B. Randall, advertising director, 
Newton Withers, advertising man- 
ager. 


Name Keelor & Stites 

Cambridge Tile Mfg. Co., Cincinnati, 
has placed its advertising with the 
Keelor & Stites Co., Cincinnati. 


RESISTANCE CRUMBLES 
Under these Powerful 


Tuink of an almost magic device—light, 
compact, and easily portable—with the 
power to invest sales appeals with a 
human dramatic touch that will stir the 
imagination; and impel immediate action! 

16 mm Talkies are rapidly becoming 
the most potent medium of new-era 
merchandising. The Animatophone is the 
uncontested peer of all portable talking 
equipments. 

Full details concerning the adaptation 
of talking pictures to sales, merchandising, 
advertising, and training programs, and 
complete information concerning film and 
sound production methods and costs are 
yours for the asking—free and without 
obligation. 
tions will gladly be arranged on request. 
Ask for the facts. 


16 mm “Talkies” are 
Alive with the Punch 
and Conviction 
Needed in Your 1932 
Sales Program. 


NATIONAL THEATRE SUPPLY COMPANY 


ANI NIMAT® PHONE 


VICTOR ANIMATOGRAPH CORPORATION 


SELLING 
RAYS! 


Animatophone demonstra- 


Manufactured by 
Davenport, lowa 
Distributed by 


Branches in All Principal Cities 


* 


Tar 7 


O7r-xAz> 


os 
o 


Owned by 


FA MOUS 


GERMAN 
COOKING 


Send for Copy of 
Chef's Recipes 
and Descriptive 


MOST CENTRALLY LOCATED 
ON CLARK STREET -NEAR 
JACKSON BOULEVARD 


ONE BLOCK FROM THE 
LA SALLE ST. STATION, 
POST OFFICE AND 
BOARD OF TRADE 


FOR 


Folder 


ATKINSON SERVICE 


USUALLY WRONG 


New York, April 8A _ touching 
picture of Father's futile efforts to 
assemble the Christmas gift, as per 
instructions of the manufacturer, is 
given hy Cross & LaBeaume, New 
York agency, in their current house 
organ, “The Explorer.” 

“When the last giggles at Mother’s 
inadequacy have subsided, Father 
repairs to the dining room and 
spreads the parts on the table,” the 
agency relates. 

“He studies the directions with 
deep concentration; then he gazes 
intently at the seemingly mismated 
pieces. He finally locates the eye- 
pin (A) and manages to extract it 
from the tumbler (B). But that 
doesn’t advance him much, because 
the sleeve (C) on the traveler-arm 
(D) is so obviously not designed to 
engage the slot (F) in tumbler (B). 

“If that really is the sleeve (C) on 
the traveler-arm (D). But, damn it 
—with another careful strutiny of 
the diagram—it’s got to be. Aban- 
doning his efforts to engage by 
gentle persuasion the sleeve (C) 
with the slot (F), for which engage- 
ment the slot (F) seems so unsuit- 
ably fashioned, Father resorts to 
force. His hand slips and he barks 
his knuckles. 


Success at Last 


“Directions are abandoned with 
imprecations against the manufac- 
turer who put them out. The Little 
Wonder is finally assembled like a 
jig-saw puzzle, by trial and error. 
Satisfaction in its possession has 
been dulled. The confidence and 
good will that led to its purchase 
have been impaired. 

“Some 15 years ago, after a simi- 
lar experience which was not our 
first, we began studying the direc- 
tions supplied by manufacturers for 
putting their products’ together. 
They are often more likely to puzzle 
and enrage than to assist. 

“In one case we were interested 
enough to make inquiries, and the 
explanation was simplicity itself. 
Changes had been made in the prod- 
uct after the directions were pre- 
pared. In order to make the direc- 
tions fit the changes, it would have 
been necessary to make over the 
whole plate. And this hadn’t seemed 
worth while. 

“Before dismissing this as an un- 
usual example, get together all the 
directions that go out with your 
goods and study them. See if your 
last words to the customer about to 
become a user bear comparison with 
the carefully chosen words of your 
advertising, with the brave show of 
your well-designed packages and 
labels.” 


Buy Fresno Daily 

Fresno (Cal.) Bee has purchased 
the Fresno Republican, which is to 
be replaced by the Tribune. The 
week-day edition of the Bee has be- 
come the Bee and Republican, the 
Sunday paper being the Bee-Repub- 
lican-Tribune. 


Bates Moves 
Charles Austin Bates, Inc., New 
York, has moved to 18 East 48th St., 


the telephone number being Plaza 
3-9662. 


Directs Celotex Sales 


H. A. Knapp has been promoted to 
general sales manager of the Celotex 
Co., Chicago, following the resigna- 
tion of C. E. Stedman, vice-president. 


Oakland Club Moves 
Advertising Club of Oakland, Cal., 
has moved from Tribune Tower to 
Hotel Oakland, where the weekly 
meetings are held. 


Plan Cotton Week 


National Cotton Week will start 
May 16, the Cotton Textile Institute, 


Bar U Utilities 
From Field of 


Manufacturing 


Albany, N. Y., April 8.—Governor 
Roosevelt has disapproved a _ bill 
(A. 1632) which would not only have 
authorized gas corporations and gas 
and electric corporations to do a 
merchandising business in  appli- 
ances but would have _ permitted 
them to manufacture appliances and 
equipment. 


Disapproval of the measure was 
recommended by the chairman of 
the Public Service Commission, 
whose letter was incorporated in the 
Governor’s veto memorandum. The 
Governor himself raised “the broad 
question of public policy as_ to 
whether a utility company should 
also be an industrial manufacturing 
company.” 

The chairman of the Public Serv- 
ice Commission wrote: 

“This bill authorizes gas corpora- 
tions and gas and electric corpora- 
tions to do a merchandising business 
in appliances. Electric corporations 
have this power at present, and the 
proposed amendment to the law is 
to give to gas and gas and electric 
corporations the same powers. 

“They may have them by an im- 
plied authority in the statute at 
present, but there is no direct au- 
thorization. 

“There may be instances where 
it would be advantageous for cor- 
porations to have the power stated, 
but, in my opinion, the act is en- 
tirely too broad, as it authorizes 
such corporations not only to sell 
or lease but also to make. I see no 
reason why utilities should be al- 
lowed to go into the manufacture of 
appliances and equipment.” 


Announce Line-Up 


of DeVaux Company 


R. H. Mulch has been appointed 

general sales manager of the Conti- 
nental-DeVaux Co., Grand Rapids, 
Mich. George R. Morris is assistant 
in charge of Western territory, and 
F. F. Stowers, assistant for the 
East. O. E. Brown, late of the Pack- 
ard Motor Car Company, is sales de- 
velopment manager. 
Regional sales supervisors are F. 
E. Kennedy, Middle Atlantic; O. A. 
Ohland, Kansas City, and E. S. 
Jones, Pacific Coast. 


Grand Rapids to Elect 


The Advertising Club of Grand 
Rapids will elect three directors from 
six candidates: George Hargrave, L. 
J. Gringhuis, A. W. Honecker, Gerald 
W. Mathison, A. N. Van Keulen and 
Maurice H. Houseman. 


Boat Trip for Club 
The Greater Buffalo Advertising 
Club will take its 8th annual friend- 
ship and acquaintance trip June 


Al Whitney, Campbell- Ewald Co., Detroit, giving U. S. tires a work- 


out on Wie Teaveleir plane. 


CAMPBELL-EWALD 
FILLS VACANCIES 


Detroit, Mich., April 8.—Following 
the resignation of J. Fred Woodruff, 
vice-president, secretary-treasurer 
and general manager of the Camp- 
bell-Ewald Company, those duties 
have been taken over by others. 

Henry T. Ewald, president of the 
agency, will also act as general man- 
ager. W. A. P. John, who has been 
vice-president, will also serve as sec- 
retary. F. D. Richards, who has been 
vice-president, will also be treasurer. 
R. F. Field has been made vice-presi- 
dent and a director and Miss A. C. 
Schroeder, assistant treasurer. 

In his managerial duties, Mr. 
Ewald will be assisted by J. L. 
Hardig and L. R. Nelson. The for- 
mer will be assistant general man- 
ager in charge of production and the 
latter assistant general manager in 
charge of operating activities. 


Perfect Circle Has 
Big Appropriation 

Perfect Circle Co. Hagerstown, 
Ind., will spend $375,000 in advertis- 
ing this year. Spreads in color have 
been added to the color pages here- 
tofore run in The Saturday Evening 
Post. 

Trade paper advertising will be 
emphasized. Front covers will be 
used on five automotive papers, in- 
side front covers on two others. A 
Toronto plant is being established. 


Importation of Radio 
Restricted by France 


Quotas for the second quarter of 
1932 for imports into France of radio 
sets, accessories, parts and tubes 
have been established. 

The quota for the United States is 
20 metric tons; Germany, 102.1 met- 
ric tons; The Netherlands, 215.4; 
United Kingdom, 14.8; all other 
countries, 13.4. 


Van to Van Heusen 


Gus Van, of the one-time vaude- 
ville team of Van and Schenck, will 
be featured on the weekly Van Heu- 
sen collar program starting over the 
Columbia network April 8. Schenck 
died in Detroit two years ago. 


Eugene Snowden Dead 


Eugene Snowden, until recently a 
sales representative of American 
Bank Reporter, New York, was killed 
in a fall from his hotel in St. Louis 
April 4. 


Hammel Serves Retailers 
Hammel Advertising Co., Los An- 
geles, is establishing a retail adver- 
tising and merchandising depart- 
ment, with R. J. Culver in charge. 


Harry Browne Resigns 


Harry R. Browne, with the New 
York Evening Post 25 years and ad- 


23-27, Muskoka and golf being other 


New York, announced. 


objectives. The price is $42.50. 


vertising manager the past seven, 
has resigned. 
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ADVERTISING AGE 


JUDGES START 
SIFTING OF 350 
DEFINITIONS 


Los Angeles, Cal., April 8.—The 
contest sponsored by ADVERTISING AGE 
to develop a definition of advertising 
elicited considerably above 300 en- 
tries, Don Thomas, executive secre- 
tary of the All-Year Club of South- 
ern California, announced. 


Sifting these entries to find the 
best will take considerable time, Mr. 
Thomas, chairman of the committee 
in charge, said. 

Other members are Gilbert T. 
Hodges, president, Advertising Fed- 
eration of America; Lee H. Bristol, 
president, Association of National 
Advertisers; Paul T. Cherington, 
president, American Marketing So- 
ciety; George W. Kleiser, president, 
Outdoor Advertising Association of 
America; Harry Chandler, president, 
American Newspaper Publishers As- 
sociation; and Harry Shaw, presi- 
dent, National Association of Broad- 
casters. 


“After the best definition or defini- 
tions are determined,” explained Mr. 
Thomas, “it is planned to submit 
them to the Advertising Federation 
of America, with a request that they 
be passed upon by all branches of 
advertising, through their respective 
organizations. 

“Thus in offering the definition to 
Funk & Wagnalls for their diction- 
ary, it is hoped it may express the 
best thought and full support of 
America’s advertising fraternity.” 

Some of the latest definitions sub- 
mitted: 

Homer S. Tilton, advertising di- 
rector, National Sportsman, Boston: 
“Advertising is the dissemination of 
knowledge, facts or suggestions by 
any method which attracts attention, 


with the underlying purpose of en- 
hancing the reputation, and even- 
tually culminating in the sale of an 
idea, service or product.” 


Other Definitions 


W. D. Thurber, advertising man- 
ager, Southern Counties Gas Co., Los 
Angeles: “Advertising—the hand- 
maiden of salesmanship—is_ that 
forceful and convincing statement in 
word or picture which seeks to at- 
tract the attention, arouse the inter- 
est, create the desire and promote 
the buying action of potential users 
of a designated commodity or serv- 
ice.” 

N. M. Strebel, American Builder € 
Building Age, Chicago: “Advertising 
is a powerful force used to convey a 
message.” 

T. R. Gaines, Cox Advertising 
Agency, Dallas: “Advertising is the 
science of creating consumer demand 
by the use of suggestive messages 
in media of known circulation.” 

John B. Gaughen, president, De- 
troit Adcraft Club: “Advertising— 
making known the merits of some 
commodity or service through the 
medium of conspicuous public an- 
nouncements, calculated to influence 
prospective purchasers toward a par- 
ticular type of brand; or toward a 
specific source of supply.” 

Henry W. Hough, advertising 
counselor, Denver: “Advertising—In 
merchandising or selling, that phase 
of activity concerned primarily with 
making known by public notice what- 
ever goods or services are offered 
for sale.” 

Sidney Carter, Rice-Stix, St. Louis: 
“Advertising is the business of con- 
veying to logical prospects interest- 
ing information or suggestions de- 
signed to influence them to buy.” 


San Antonio Launches 


Unemployment Drive 


The Loyal Legion has been formed 
in San Antonio to aid unemployed 
and business. 

Funds will be raised by selling 
Loyal Legion buttons at $1. 


Raleigh Dealers 


Trace Pipe Addicts 


Louisville, Ky., April 8.— 
Brown & Williamson Tobacco 
Corp. is sampling names pro- 
vided by dealers with cards 
entitling the bearer to a 
15-cent can of Sir Walter 
Raleigh. 

“Smoke Sir Walter with our 
compliments and the _ best 
wishes of your dealer, who re- 
membered you as a judge of 
good tobacco,” says the card. 


Chicago Broadcasters 
Elect William Hedges 


William S. Hedges, manager of 
WMAQ and past president of the Na- 
tional Association of Broadcasters, 
was elected president of the Chicago 
Broadcasters’ Assn. April 4. 

Homer Hogan, KYW, was re-elected 
vice-president. W. E. Hutchinson, 
WAAF, was elected secretary-treas- 


NEW BIRD MAY MYSTIFY SCIENTISTS 


urer. Directors 


retiring president. 


Nationalization of 


Radio Canadian Issue 

A bitter fight is being waged in 
Canada for and against nationaliza- 
tion of radio, with newspapers tak- 


ing the affirmative. 
Radio stations are 


Nationalization.” 


Agency Starts Paper 


Al Fresco Advertising Co., St. 
Louis, has started “The Bulletin” 
Arthur 


as a monthly house organ. 


are Quin Ryan, 
WGN, and Morgan Eastman, WENR, 


forming a 
“League of Listeners-In Opposed to 


Kay of Austria Displays, Inc., New York, designed this new Mongol 
pencil display. 


Hoskins is editor, with Wayne Mec-|Coast Agency Sells 


Farland doing the illustrating. 


Trade ‘Contt Dailies 


Radio Serial to Fox 


Earnshaw-Young, Inc., Los Angeles 
advertising agency, has sold film 


S. J. McClure and J. D. Funk have] rights to “Chandu, the Magician” 
bought the Santa Monica (Cal.) Out-|to Fox Film Corp. 


look from I. C. Copley, who has ac- 


This is said to be the second radio 


quired an interest in the Glendale|feature to be given a screen pro- 


News-Press. 


duction. 


Industrials Merge 


Cc. K. R. Company, Cleveland, O., 
has been formed by a merger of 
Cronk & Carrier Mfg. Co., Montour 
Falls, N. Y.; F. E. Kohler Co., Can- 
ton, O., and J. F. Rittenhouse Mfg. 
Co., Akron, O. The Cleveland office 
of Campbell-Sanford Advertising Co. 
will place the advertising. 


low cost. 


We are serving many agencies and their clients with these colorful 24-sheet posters at prices 
far below those heretofore charged for poster runs of small quantities. 


ADVERTISING AGENCIES! 


Where a limited number of 24-sheet posters are required, Thomson Symon Posters are espe- 
cially adapted, owing to their true poster treatment of design, brilliant color and 


24-sheet posters are produced in quantities as low as ten. 


Our Green Booklet is fully explanatory of the advantages of Thomson Symon posters and in- 
structs in the designing of sketches for economical reproduction. (From the book- 


let you are able to figure the poster price.) 


The same excellent workmanship and saving advantage is extended to the making of odd 
sized posters, truck posters, street car cards, window displays and miscellaneous 


colored advertising matter. 


Our posters are being used extensively for test campaigns or to meet a competitive condi- 
tion in a particular market, where the poster design being used nationally does not 


meet the situation. 


A request from you will bring a Green Booklet containing full information. 


POSTERS 


_IHOMSON 


DISPLAYS 


YMON CO_ 


TERRE HAUTE ~- INDIANA 
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1931 Nominees 
Announced by 
Women’s Club 


Chicago, April 6—Miss Mary 
Coffey, of Guenther-Bradford & Co., 
Chicago agency, was nominated for 
the presidency of the Women’s Ad- 
vertising Club of Chicago last night. 
The annual meeting will be held in 
May. Miss Lucille Fisk, American 
Home Magazine Publishers, is the 
present leader of the club. 

Other candidates for the board of 
directors were announced as follows: 

Mrs. Ruth Fisher Gragg, first vice- 
president; Anita Kepler, Citrus 
Products Co., second vice-president; 
Elsie J. Smith, Macfadden Publica- 
tions, recording secretary; Clara E. 
Funk, Marshall Letter Co., corres- 
ponding secretary; Sadie V. Grogan, 
Landfield Printing Co., treasurer; 
Ethel Griffin, Lord & Thomas and 
Logan, historian. 

Georgia C. Rawson, State Teach- 
ers Assn. Group, membership chair- 
man; E. Evalyn Grumbine, Child 
Life, program chairman; Emily Hall, 
Philip Morris Advertising Service, 
publicity chairman; Mrs. Prudence 
Walker Allured, Manufacturing Con- 
fectioner, vocational chairman; Ruth 
Eloise Procter, Northern Trust Co., 
social chairman; Florence Neighbors, 
Carroll Dean Murphy, Ince., finance 
chairman. 


Sell Iowa with 
in the 
DES MOINES 
REGISTER AND TRIBUNE 


Color anyway you like it . . . one color 

and black in Daily or Sunday news sections 

+ + + four colors in Sunday R vure 

section . . . four colors in Sunday Comic 
and Feature Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 


International Denies 


Government Charges 


Thomas J. Watson, president of 
International Business Machines 
Corp., New York, has written stock- 
holders denying allegations made in 
a government suit. 

A complaint made to the Federal 
Trade Commission three years ago 
by the U. S. Public Printer, the pres- 
ent complainant, was dismissed, he 
said. 


Lewis Repeats Lectures 


For the eighth year, E. St. Elmo 
Lewis will lecture on advertising and 
selling at the University of Pennsyl- 
vania, Philadelphia, from April 11 to 
May 19. 


Appoint N. W. Ayer 


Doughnut Machine Corp., New 
York, has placed its account with 
N. W. Ayer & Son, Philadelphia. The 
agency’s London office has been ap- 
pointed by Lysol, Ltd., England. 


Cord Quits Aviation 


E. L. Cord has withdrawn from 
the aviation field, selling Century 
Air Lines and Century-Pacific lines 
to the Aviation Corp., taking pay- 
ment in stock. 


Gibney Is Editor 
Morgan W. Gibney, who has been 
with the Roche Advertising Company, 
has become associate editor of 
Popular Mechanics, Chicago. 


IT'S A GIFT! 


) | NOT ONLY To DRAW 
“¢ | GOOD ADVERTISING 

" | CARTOONS BUT TO 
DO THEM INEXPEN- 
SIVELY AND DELIVER 
THEM PROMPTLY 


sip 
HI 


29 QUINCY ST. CHICAGO 


BEST BY COMPARISON 
-AJAX=_} 
COPIES 


ome LET US SERVE YOU a= 


_33 W.ADAMS ST. CHICAGO i 


$1 a Year. 


ADVERTISING AGE, 


537 S. Dearborn St., 
Chicago. 


a oe ee ae ee a ee ee ae 


Company 


Street No. 


Advertising Age 
publishes the 
news while 

it’s news 


| + 


USE THE COUPON 


You may enter my subscription for one year. I enclose 
$1 (check, currency, or money order). 
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Carroll Dean Murphy 


NEW COMPANY 
TO SYNDICATE 
BANK CAMPAIGN 


(Continued from Page 1) 


present and future, to act with con- 
fidence rather than through fear.” 

The nature of the campaign is in- 
dicated in No. 12 of the copyrighted 
series, which says: 

“At the center of community life 
stands the bank. Manufacturer and 
merchant, institution and individual, 
manager, worker, teacher, housewife, 
children, servants—are free to util- 
ize any or all of its services. To 
every class it makes for convenience, 
security, profit—and at little cost. 

“Less than a century ago, banks 
were rare and only a select few used 
them. Now banking serves millions 
of people and shuttles billions in 
money with inconceivable’ speed, 
safety and accuracy to all parts of 
the world. 

“Increasingly, community progress 
must depend upon the maintenance 
of ever more complete banking 
facilities. This responsibility the 
banks fully recognize and accept. 


An Essential Role 


“Banking realizes how vital are 
its services in the raising of wheat 
and cotton—as well as the making 
of bread and clothing. It under- 
stands its part in the purchase and 
sale of property, the building and 
furnishing of homes, the feeding 
and clothing of families, the opera- 
tion of factories, stores and shops, 
the making of jobs and the mainte- 
nance of public welfare. 

“With all the other great subdivi- 
sions of Business, every one of 
which is served by Banking—with 
Industry and Trade—with Trans- 
portation and Communication—with 
Agriculture and Labor—with Con- 
struction and Finance—with Real 
Estate, Insurance and the Profes- 
sions—with Education and Govern- 
ment—Banking is looking and plan- 
ning ahead, confident, alert and de- 
termined.” 

The publication advertising is sup- 
plemented with “Looking Ahead 
with Banking,” a 32-page booklet 
telling how a bank serves its com- 
munity and how a depositor can get 
the utmost from his banking con- 
nection. 

A number of officers and directors 
of the Financial Advertisers Asso- 
ciation are members of the editorial 
board created by the New Business 
Corporation. 

The radio campaign offered by 
Addison Vars, Inc., consists of 15- 
minute transcriptions, each dramat- 
izing some phase of bank service. 
That in behalf of trusts relates the 
adventures of the scion of a wealthy 
family, who joins the Foreign Legion 
as the result of an unhappy love 
affair. The broadcast includes: 

“You have heard the story of Park 
Goodman and Dorothy Blair. Their 


PRINCIPALS IN NEW BUSINESS CORPORATION 


romance very nearly went on the 
rocks through a woeful misunder- 
standing. It is rare indeed that the 
trust department of a bank is called 
upon to perform such a service as 
was required in this instance—that 
of diligently seeking out the where- 
abouts of a wealthy heir with whom 
it was to work and aid in the ad- 
ministration of the estate left by a 
father. 

“But every day, trust departments 
of reliable banks are called upon to 
perform all sorts of extraordinary 
duties in the administration of 
trusts. They are organized to do so. 

“In the trust department modern 
business has developed one of the 
most effective methods known to 
civilized man of conserving the as- 
sets of estates and seeing to it that 
those assets are used as the person 
who has passed on intended they 
should be used.” 


Heater Account Goes 
to C. C. Winningham 


The advertising of the heater divi- 
sion of the Motor Wheel Corp., Lan- 
sing, Mich., has been placed with 
C. C. Winningham, Inc., Detroit. 

This puts all of the company’s ad- 
vertising with this agency. Ernest 
Coler is account executive for the 
heater. 


New Parcel Post 
Rates October 1 


New parcel post rates expected to 
net the Post Office Department about 
$7,500,000 annually will go into effect 
Oct. 1, 1982. 

This date was fixed to give ship 
pers an opportunity to revise price 
lists. 


Insurance Men to Meet 

Southern members of the Insur- 
ance Advertising Conference will 
meet at the Baker Hotel, Dallas, 
Tex., April 17-19. 


Humphrey Suicide 
Thomas E. Humphrey, advertising 
manager of Drying Systems, Inc., 
Chicago, committed suicide April 3 
by poison. 


Agency Warms Home 

Henri, Hurst & McDonald, Chi- 
cago, held open house at its new 
quarters in the McGraw Hill Build- 
ing April 4. 


New Title for Burns 


W. Chalmers Burns, vice-president 
in charge of sales for the Richfield 
Oil Corporation of New York, has 
been given the title of executive 
vice-president. 


Classified 
Advertising 


The rate for this department is 
40 cents a line; minimum, $2. 


THE YOUNGSTOWN LETTER 
SHOP, 305 Lerner Bldg., Youngs- 


|;}town, O.; Phone 3-6257; Multigraph- 
|}ing, Mimeographing, Addressing, Per- 


sonalizing Letters; 
Mail Service. 


Complete Direct 


PIERCE SUES 


FARM PAPER 


Des Moines, Ia., April 8.— The 
James M. Pierce Corporation, which 
sold Iowa Homestead to Wallace’s 
Farmer in 1929, resulting in forma- 
tion of Wallace’s Farmer and Iowa 
Homestead, has filed suit for $1,900,- 
000 against the Wallace Publishing 
Company. Appointment of a receiver 
was also asked “to insure continuous 
publication.” 

John P. Wallace said the objective 
is “a friendly receivership for the 
benefit of all concerned.” 

A representative of Midwest Farm 
Paper Unit, Inc., of which Wallace’s 
Farmer and Iowa Homestead is a 
member said the suit would in no 
way affect the management or opera- 
tion of that sales organization. 

The suit is based on 21 promissory 
notes, said to have been issued, with 
a mortgage as security, Oct. 19, 1929. 
The first of these notes, for $50,000, 
due Oct. 15, 1931, has not been paid, 
it is alleged. The notes, ranging in 
amount from $30,000 to $100,000, run 
from 1931 to 1952, inclusive. 

Dante M. Pierce, president of the 
James M. Pierce Corporation, signed 
the affidavit to the petition. Mr. 
Pierce is publisher of Wisconsin Agri- 
culturist and Farmer, Racine, Wis. 


Coca-Cola Starts 
Newspaper Test 


Absent eight years, Cocoa-Cola 
Co., Atlanta, Ga., will return to 
newspapers April 13 in Boston, 


Cleveland, Pittsburgh, Baltimore, At- 
lanta and Salt Lake City, and 32 sub- 
urbs. 

All metropolitan papers, except 
one in Boston, and 34 suburban pa- 
pers will be used, contracts specify- 
ing 30,000 lines within six months. 


West Leaves C. C. A.; 
Knust New President 


William Knust, advertising man- 
ager of National Lead Co. New 
York, has been elected president of 
Controlled Circulation Audit, Inc., 
New York. . 

He succeeds Paul B. West, who 
resigned because of new duties as 
secretary-treasurer of the Associa- 
tion of National Advertisers. 


Walker Leaves Ford 


Robert T. Walker, known as the 
“second man” in charge of Ford 
Motor Company’s aviation activities, 
has resigned after 18 years. He has 
been chief assistant to William B. 
Mayo, head of the aircraft unit. 


Women Hear Omerod 


Leonard Ormerod, president of the 
Poor Richard Club, spoke to the 
Philadelphia Club of Advertising 
Women April 6 on “Advantages of 
Membership in an Advertising Club.” 


300 N. Eighth St. 


OUTDOOR 
POSTERS 


IN MILWAUKEE 
| CREAM CITY O 


ONE MEDIUM AT 
LOWEST COST 
REACHES ALL 
MILWAUKEE 
EVERY DAY. 


IOOR ADV. CO. 


Milwaukee, Wis. 
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DEATH HALTS 
McGIVERAN’S 
RISE T0 FAME 


(Continued from Page 1) 


him a trial at $15 a week. He was 
assigned three consistent non-adver- 
tisers and told that if he could sell 
any one of them in six months he 
would be given a steady job. 

In three months all three were 
under contract, and from then on he 
was the ace of the paper’s national 
staff. In one year he received 12 
salary increases. 

At 24 he startled the management 
with a request to be put on half- 
salary and half-time so he could enter 
the University of Chicago. During 
the more than two years he spent 
there, his grades were never below 
straight A and in the afternoons he 
signed up national advertisers with 
the same old regularity. 

He became a member of Delta 
Kappa Epsilon and participated mod- 
erately in campus activities despite 
the demand on his time. He majored 
in economics, but was equally inter- 
ested in English, history and phil- 
osophy. 

At 26 his employers successfully 
bribed him to quit college with his 
appointment as national advertising 
manager. A year later he became 
advertising director in complete 
charge of all departments. 

His success as an advertising sales- 
man was attributed to thorough mas- 
tery of all phases of merchandising, 
which enabled him to supply clients 
with a steady stream of profit-making 
suggestions, ranging from copy slants 
to methods of training and routing 
salesmen. 


Resourceful Marketer 


His remarkable talents aided him 
in detecting and straightening out 
unforeseen kinks that develop as a 
market development plan is applied. 
In many instances he saved fat con- 
tracts by personally calling on the 
trade until a workable sales plan 
could be formulated, or by taking 
charge of an advertiser’s sales force 
until the machinery was running 
smoothly. 

He upheld the philosophy of idea 
advertising, holding that no power of 
expression, beauty of layout, or other 
device could compensate for the dra- 
matic presentation of a service to 
the consumer. 

He joined the Western Company, of 
which his brother-in-law, John T. 
Woodside, is president, in 1929. He 
is credited with having conceived 
the revolutionary idea of a water- 
proof toothbrush. 

Many months were required to per- 
fect the new product, on which the 
first advertising appeared last week. 


To Clear Werk of 


European Artists 


European Picture Service has been 
formed at 51 West 42nd St., New 
York, to make European art and pho- 
tography available in this country. 

Max Haas, formerly of the North 
German Lloyd Steamship Lines, has 
joined the organization. 


Deupree Pens Advice 

R. R. Deupree, president of the 
Procter & Gamble Co., Cincinnati, 
has contributed a chapter on sales- 
manship to “An Outline of Careers,” 
edited by Edward L. Bernays. The 
new edition is on the Doubleday 
Doran press. 


Agency for Meat 
Henry Pfeifer, Inc., Newark, N. J., 
meat products, has placed its adver- 
tising with the Frank Presbrey Co., 
New York. 


Death Calls Kennedy 


J. J. Kennedy, 59, head of the 
Kennedy Advertising Agency, New 
York, since 1911, died April 2. 


A. B. C. Meets Oct. 20 


Oct. 20-21 have been fixed for the 
annual meeting of the Audit Bureau 


Find New Use 
for ‘Last Inch’ 
Test of Cigars 


New York, April 8.—‘“There is only 

one way to buy cigars. Choose the 
cigar you enjoy thoroughly, right to 
the last inch.” 
In this vein has Rose-Martin, Inc., 
New York agency, adapted to econ- 
omy the last-inch test idea created to 
sell Admiration cigars on quality. 

Newspaper advertisements appear- 
ing here last week featured this new 
economy appeal. “Last inch good- 
ness is the only proof of value. Fig- 
ure it out for yourself. The Admira- 
tion Cigar that you really enjoy right 
to the last inch is certainly a better 
buy in real smoking satisfaction than 
bargain cigars—no matter how large 
—that you throw away half-smoked.” 

By bringing out a timely economy 
appeal and presenting the cigars in 
unusual photographs, the agency feels 
it has made a definite departure from 
conventional cigar advertising. It 
reports that early results have been 
flattering. 


SPEED RECORDS 
HELP SALES OF 
AUTOMOBILES 


Chicago, April 7—That speed rec- 
ords by Studebaker automobiles have 
actually influenced sales was the as- 
sertion of Ottis Lucas, advertising 
manager of the Studebaker Corpora- 
tion, in a talk before the Chicago 
Advertising Council today. 

“Claims, claims, claims,” said Mr. 
Lucas, “confront the buyer of auto- 
mobiles in the advertising he reads. 
Our stock car speed records give the 
buyer assurance of what Studebakers 
can do. The notable increase in the 
percentage of Studebakers sold, as 
compared with the total for the in- 
dustry, demonstrates that these rec- 
ords have actually influenced sales.” 

Studebaker is now one of the “big 
four” in motordom. 

Current conditions, asserted Mr. 
Lucas, give advertisers an opportun- 
ity to learn how to spend the adver- 
tising dollar more intelligently, and 
to get more for it. 

As an example, he pointed to the 
new Studebaker catalog program, in 
which each of the four lines has a 
separate catalog. The name of the 
car does not appear on the cover, but 
leaves something for the reader to 
discover. A rotogravure catalog pro- 
duced in quantity at low cost sup- 
plies material for more general dis- 
tribution. 

“The advertiser who wants more 
for his money,” said Mr. Lucas, “is 
challenging all of his previous meth- 
ods and procedures.” 

He agreed with other commenta- 
tors that the big job is to change 
expenditures for cars, radio sets, elec- 
tric refrigerators, clothing, etc., from 
a “badge of shame” into a “badge 
of honor,” and said the automobile 
industry is leading the battle to give 
the public a new feeling of conftdence 
and to create a new momentum for 
business. 


| Kimball Starts Agency 


Abbott Kimball, formerly in the 
firm of Lyddon, Hanford & Kimball, 
New York, has formed Abbott Kim- 
ball, Inc., 250 Park Avenue, New 
York, a general agency. 


Place Exchange Copy 


E. D. Kollock Advertising Agency, 
Boston, has been commissioned by 
several New England resort hotels 
to place exchange advertising in 
nwespapers and magazines. 


Kuoni Joins Agency 


Charles Kuoni, formerly of Plu- 
mer, Inc., Chicago commercial art 
studio, has joined the creative staff 
of Henri-Hurst & McDonald, Chi- 


N. 1 AL AL WILL 
PUT MICROSCOPE 
ON ADVERTISING 


New York, April 8.—Every phase 
of industrial advertising will be 
scrutinized at the tenth annual con- 
ference of the National Industrial 
Advertisers’ Association at Cleveland 
May 16-18, the tentative program 
reveals. 

While Carl Byoir, originator of 
the A. N. A. drive for employment 
and the sardonic Kenneth Goode will 
be on the program, formal addresses 
will be in the minority. The tenor 
of the program is suggested by these 
questions, to be discussed at the 
third session: 

“Should percentage of sales de- 
voted to advertising be increased or 
decreased in periods of poor busi- 
ness?” 

“How long can a company go with- 
out advertising and still hold its 
place in its particular industry?” 

“What changes in media can best 
meet current problems?” 

“Should advertising be concen- 
trated in new markets offering im- 
mediate business, at the sacrifice of 
advertising in markets’ which, 
though of primary importance, are 
temporarily dull?” 


Question of Space 


“Under present conditions, will 
smaller space bring the same results 
as larger space in prosperous times, 
or should the same size space be 
used as formerly, but at less fre- 
quent intervals?” 

“Should service literature, such as 
catalogs and price bulletins, be con- 
tinued at the expense of more busi- 
ness-stimulating or productive pro- 
motion efforts?” 

“Should a company with a num- 
ber of lines attempt to match the 
advertising of the company produc- 
ing but one item in that line?” 

An industrial advertising labora- 
tory, an advertising clinic, and an 
advertising exhibit, will be features. 
Forrest U. Webster, Cutler-Hammer, 
Inc., Milwaukee, is chairman of the 
program committee, all other mem- 
bers being in Chicago: 

Julius Holl, Link Belt Co.; Joseph 
A. Martz, Class & Industrial Market- 
ing; J. R. Hopkins, Chicago Belting 
Co.; H. F. Barrows, Austin-Western 
Road Machinery Co.; Keith J. Evans, 
Jos. T. Ryerson & Sons; and R. W. 
Staud, Benjamin Electric Mfg. Co. 


Rider Covers Service 
Branch of Radio 


John F. Rider Publications, Inc., 
New York, will shortly begin publi- 
eation of Service for service techni- 
cians in the radio and refrigeration 
field. 

Robert N. Mann, formerly of Mere- 
dith Publications, is advertising di- 
rector. 


Outdoor for Tires 


The United States Rubber Co., New 
York, is using a three-month co-oper- 
ative outdoor campaign at 1,800 
dealer points, being the only major 
tire manufacturer using outdoor at 
present. A heavy magazine schedule 
is also being used. 


Hirschfeld Buys Plant 

A. B. Hirschfeld Press, Denver, 
has absorbed the Shelton Printing 
Co., Denver. E. D. Shelton remains 
as superintendent. 


Banister Transferred 
John W. Banister, of the Chicago 
office of College Humor, has been 
transferred to the advertising de- 
partment at New York. 


Greyhound Earns More 


Greyhound Corporation increased 
net income from $259,229 in 1930 to 
$355,525 in 1931, in spite of a decline 
in operating revenue to $32,390,000. 


Munger in Denver 


Clarence L. Munger, Baltimore, has 
joined the Denver branch of General 


of Circulations in Chicago. 


cago. 


Hope to Beat 
Summer Slump 


With New Line 


New York, April 8.—With page an- 
nouncements in Harper’s Bazaar, The 
New Yorker and Vogue, the Northam 
Warren Corp. has rounded out its 
heavily advertised manicure line with 
the introduction of its new Cutex 
Hand Cream. The principal items in 
the line now include Cutex nail pol- 
ish and polish remover, Cuticle Re- 
mover, Nail White, and the hand 
cream. 

By making the cream a part of its 
manicure treatment, the company 
hopes to bridge seasonal slumps. 
Sales of hand creams and lotions 
usually fall off during the summer. 
IDemand for manicure sets, on the 
other hand, is comparatively con- 
stant. 

To follow up its current announce- 
ments, the company will include men- 
tion of the new cream in its regular 
advertising, which includes a liberal 
schedule in Cosmopolitan, Delineator, 
Good Housekeeping, Harper’s Bazaar, 
Ladies’ Home Journal, McCall's, The 
New Yorker, Photoplay, Pictorial Re- 
view, True Story Magazine, Vogue, 
and Woman’s Home Companion. Na- 
tional distribution of the new cream 
has been obtained at the list price 
of 50 cents. 


AGENTS TO GET 
LEGISLATORS’ 
RADIO VIEWS 


New York, April 8.—The question 
of how far the sponsor of a broadcast 
program should go in selling his 
wares will be brought out into the 
open at the annual convention of the 
American Association of Advertising 
Agencies, Mayflower Hotel, Washing- 
ton, D. C., April 14 and 15. 

At a session open to both members 
and invited guests on the second 
afternoon of the convention Senator 
Cc. C. Dill of Washington and Repre- 
sentative Ewin L. Davis of Tennessee 
will deliver addresses and listen in 
turn to the views of agency execu- 
tives responsible for some 80 percent 
of the sponsored national programs 
now on the air. 

Senator Dill, recognized as the 
radio leader of the Senate, is the 
joint author with Senator James 
Couzens of Michigan of the Couzens- 
Dill resolution directing the present 
investigation of the broadcasting in- 
dustry by the Federal Trade Commis- 
sion. Congressman Davis as chair- 
man of the House Committee which 
includes radio is an outstanding radio 
leader in Congress. 


Farm Dailies on Air 


Corn Belt Farm Da‘lies will use 
the N. B. C. network April 30 to 
sponsor a program “of common 
sense, participated in by men who 
have reached positions of leadership 
through the exercise of sound judg- 
ment.” 


Natural to Sharp 


Natural Laboratories, Akron, O., 
chemical drug products, have ap- 
pointed Ralph W. Sharp and Asso- 
ciates, Cleveland. General maga- 
zines and trade papers will be used. 


Form Special Agency 
Basin G. Eaves, Howard F. Kirk 
and Patrick J. Griffin have formed 
Public Health Service Corp., Newark, 
N. J., to give advertising service to 
hospitals. 


Agency Loses Marbach 


Clifford A. Marbach has resigned 
as space buyer of the Powers House 
Co., Cleveland, to join the sales staff 
of Your Garden and Home, Cleveland. 


Brammer’s Illness Fatal 


Roy Brammer, 59, free lance adver- 
tising man of Huntington, W. Va., 


Outdoor Advertising Co. 


died of pneumonia April 4. 


Grisell in New Field 


Thomas O. Grisell, formerly di- 
rector of marketing, Batten, Barton, 
Durstine & Osborn, New York, has 
joined Suprenant & Co., New York 
insurance underwriter, as vice-presi- 
dent and distribution analyst. 


Hoyt for Ducks 


Charles W. Hoyt, New York, has 
been appointed to direct the advertis- 
ing of Long Island Duck Growers 
Assn., Center Moriches, N. Y. 


Federation’s New Home 


The Advertising Federation of 
America, New York, will move April 
15 to the McGraw-Hill Building, 320 
West 42nd St. 


Humphrey Is Back 
James E. Humphrey has rejoined 
the national advertising department 

of the Columbus (O.) Dispatch. 


LITHOGRAPHERS 


Specializing 
in WiNdOWand 


store display 
adverfising 


EINSON 
FREEMAN 
CO., INC. 


NEW YORK, N. Y. 
Starr & Borden Aves. 
Long, Island City 
BOSTON, MASS. 
CHICAGO, ILL. 
Wrigley Building 


302 Park Square Bldg. 


y 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK + 310 East 45th St. 
CHICAGO - 210 So. Despliaine St. 


and 34 other cities 
ee i a a i a ae 


ice Near... . 


at the corner of Lexing- 
ton Avenue and 47th 
'  $treet—next door to our 
fine competitor, the Lex- 
ington. Ideal for adver- 
tising men. 

Furnished suites of from 
one to four rooms by the 
day, month, or year. Serv- 
ing pantries, frigidaire and 
large closets with every 
suite. 

* 


Under Roger Smith 
Preferred Management 


Hotel Winthrop 


47th and Lexington Ave., 


New York 


Tel. Wickersham 2-1400 
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ONE PHOTOGRAPHER TO ANOTHER 


5 Ahh 
eet ale : 


Portrait of Harry E. Olson by his colleague, Alvin C. Greiner. This 
and other camera studies were displayed at an Underwood & Under- 
wood exhibit in New York this week. 


PHOTOGRAPHIC 
: REVIEW 
OF THE WEEK 


PERSONALIZED LINE STIRS JEWELERS 


Alvin Corp., Providence, claims retail jewelers have given greater 
advertising support to the new Miss Alvin line than any other sterling 
silver flatware pattern ever produced. 


HONOR WOODRUFF ON RETIREMENT FROM DETROIT AGENCY 


—_ a o Detroit Free Press Photo 

J. Fred Woodruff, retiring officer of Campbell-Ewald Co., Detroit, was presented with a book of 

photographs of associates at a testimonial dinner. Left to right, W. A. P. John and F. D. Richards, of 

the agency; Mr. Woodruff; B. G. Koether and D. P. Brothers, director of General Motors’ sales and 
advertising sections, respectively. 


SALES-MINDED 


Esther Nuernberger, of lowa-Ne- 
braska Power & Light Co., made 
the highest average ever attained 
by a home service director in the 
sales course offered by General 
Electric refrigeration department. 


MOVES GOODS 


New display devised by Alfred 
Robbins Organization for new line 
of "X" Laboratories, New York. 


IT SEEMS WOMEN ARE STILL INTERESTED IN COOKERY 


ttl 


Miss Dorothy Marsh, of Good Housekeeping Institute, was greeted by 600 women in 
Baltimore when she demonstrated how to cook a mixed grill dinner. 
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